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Abstract
A large number of Japanese tourists visit international destinations. In recent years, about 15
million Japanese have toures abroad. Therefore, it is important to understand the tourists'
behaviour concerning decisions such as where to go, what to see, and what to eat. Without a doubt,
it has extensively changed in this decade owing to the electronic eord of mouth (e-WOM),
propagated by the increased popularity of mobile devices such as smart phones and tablets.
Moreover, social networking services (SNS) connect people all over the world, and people can
easily share information about places and things that are far-flung. The information through SNS
has increasingly influenced people in tourist context. Furthermore, how they satisfy their trip is
dependent on the degree of SNS using.
In this study, we researched how tourist use e-WOM. We focused on Japanese tourists in
Taiwan. The analysis showed a pattern linking onformation usage to type of tour chosen. The type
of tour: full-package, semi-pakage, skeleton, or self designed, changed hoe used e-WOM. These
were mostly influenced by word of mouth information (including e-WOM), and least dependent on
traditional information. We also found a corelation between the usage of SNS and the level of
satisfuction of trip. Tourists that used information from SNS on the spot were more satisfied with
the trip than non-user. Whether they posted e-WOM on SNS did not changed the satisfaction level,
on the other hand, the response from other people to their e-WOM increased their satisfaction. Our
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図 5 旅行先決定に対する目的の重視
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図 6 訪問先選定に際して重視する要因の比較









































く， 3 分の 2 以上がこの回答をしている。これ
は，台湾からの訪日観光来訪者たちでは日本語







図11から，旅行日数は， 3 日と 4 日が多く，
この 2 つで全体の 7 割を超えていることが分か
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図 9 留学や仕事での 3ヶ月以上台湾滞在経験








































ある。一方，「 1 人」という回答は 1 割強であ





















多く，全体の 3 分の 1 を超えていることが分か



















回答が， 4 分の 1 程度だったことが分かる。
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図16 直近の台湾旅行に対する各種情報の利用程度








0.253 5.166** 0.081 13.021**0.103 2.161**
*=5% **=0.1%



























































-0.058 0.688 0.369 Trip-Adviser
0.067 0.769 0.266
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